Approaching CSR in Romania: An Empirical Analysis  by Crişan-Mitra, Cătălina & Borza, Anca
 Procedia - Social and Behavioral Sciences  207 ( 2015 )  546 – 552 
Available online at www.sciencedirect.com
1877-0428 © 2015 The Authors. Published by Elsevier Ltd. This is an open access article under the CC BY-NC-ND license 
(http://creativecommons.org/licenses/by-nc-nd/4.0/).
Peer-review under responsibility of the International Strategic Management Conference
doi: 10.1016/j.sbspro.2015.10.125 
ScienceDirect
11th International Strategic Management Conference 2015 
Approaching CSR in Romania: An empirical Analysis 
Cătălina Crişan-Mitraa , Anca Borzab, a 
a,b Faculty of Economics and Business Administration, Cluj-Napoca, 400591 Romania 
 
Abstracta 
Corporate Social Responsibility (CSR) has become a key factor for every large company that wants to keep the attention of the 
general public (customers, community, business partners, local authorities etc.). Even if CSR is not a binding mechanism, 
neglecting its importance may harm not only company’s perception on the market, but also its strategic market approach. CSR 
approaches are undoubtedly influenced by the values, motivations, decisions, of those with management roles within companies, so 
it is important to identify the reasons underlying social involvement in terms of positive and negative aspects that follow out of this 
range of initiatives. Through this article the authors underline the Romanian context where companies must implement and develop 
CSR practices using secondary data analyses, and as well they present an empirical qualitative research based on 87 questionnaires. 
The research instrument used is a questionnaire developed by the authors and the respondents were top managers, HR managers 
and heads of CSR departments within large companies that operate in Romania. Being a research in progress, relevant discussions 
and conclusions can be drawn from this paper, providing a detailed image not only about the research process developed but also 
about the reasons that might determine companies to invest in CSR. 
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1. Introduction 
In today`s global competitive environment, CSR is seen as being a modern developmental tool designed not only to 
address social and environmental problems, but also to maximize company’s potential, by providing sundry alternatives to 
capture market opportunities. Therefore, its role should be recognized when designing company's overall strategy on a 
continuously basis, and just doing so CSR will actively contribute to company’s struggle for market supremacy. 
Maximizing investor’s return, as being the only responsibility that a company must have (Friedman, 1962; Henderson 
2001) is not longer an option for those companies that want to reach competitive advantage, and remaining completely 
indifferent to social and environmental practices may lead to criticism and devastating effects.  
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Even if CSR practices imply the use of company’s resources for reaching collective welfare (Hutton, 1997; De 
George, 1999), a well-designed CSR strategy can provide an important source of competitive advantage (Porter and 
Kramer, 2006). For this reason every company that pursue a CSR base strategy, should firstly understand the reasons 
behind people’s preference for sustainable products, in order to meet their requirements in what regards the 
sustainability of items, products and services (Dabija & Pop, 2013).  
Analyzing the relation between CSR, corporate strategy and performance achieved, can provide useful insights on 
how CSR initiatives influence company's activity and the relationship with its major stakeholders (McWilliams, 
Siegel, & Wright, 2006). Moreover, investigating the stimulus behind CSR initiatives offers a deeper comprehension 
of companies assumed responsibilities and obligations (Basu & Palazzo, 2008). Companies with a CSR based strategy 
tend to become very sensitive to external stakeholders expectations, making social responsible practices to become a 
significant part of the overall strategy of the company, moving from sporadic and coincidental practices, to consistent 
and long-term approaches (Nelson, 2007; Corporate Citizenship, 2012). 
CSR approaches are undoubtedly influenced by the values, motivations, decisions of  the general managers, and 
values such responsibility, fairness, trust and transparency have a key role on corporate governance (Hanniffa & 
Cooke, 2005). CSR, if properly implemented, can play a major role in the development of every company such 
strengthening companies reputation (Barnea & Rubin, 2010), reducing conflicts of interest (Scherer &Palazzo, 2006), 
etc., employee retention (Cespa & Cestona, 2007), drawing customers attention on product quality (Fishman et al., 
2006), improved customer satisfaction and loyalty (Darigan & Post, 2009; Loureiro et al., 2012), higher performance 
due to increased interest to reduce resources consumption through new technologies (Xueming & Bhattacharya, 2006), 
cost savings as a result of the tax release (Bird et al., 2007), etc.  
CSR might lead to additional costs, results below expectations due to the voluntary nature of CSR actions, excess 
of information and poor data transmission and difficulties in matching CSR objectives with company’s strategy 
(Rasche, 2010; Crisan & Borza, 2012). Nevertheless, responsible companies must deal with social and environmental 
principles even if these often constrain company’s actions, imposing a set of rules to fairly distribute the value created 
(Wickham, 2001). Moreover neglecting CSR is no more an option, because even if company’s motivation is getting 
further benefits, external stakeholders are less hostile when a socially responsible business makes mistakes 
(VanderWerf & Brush, 1998). As long as company's actions do not leave severe footprints on society, CSR policies 
facilitate the identification of allies for maintaining company’s legitimacy (Gray et al., 1996).  
For a better understanding of large companies’ perceptions of CSR, we will present a macro perspective of 
Romanian market, which has a major role in formulating, implementing and evaluating CSR strategies. Moreover, to 
understand top management attitude and decisions towards CSR, we will point out how CSR effects are perceived by 
practitioners, using a survey that has involved top managers, HR managers, CSR representatives from large companies 
that operate on Romanian market.  
2.  Research Methodology  
This research is meant to provide insights on how CSR is perceived at macro and micro level.  The micro-level 
survey has been developed through an empirical research using the questionnaire, based on the analysis of 87 
questionnaires that has been validated out of 114 received.  This exploratory research took place from November 2014 
until January 2015, involved 1146 large companies operating on Romanian market, and the questionnaire has been 
sent via e-mail.  The investigation instrument that has been used was a questionnaire with multiple choice questions 
using Likert Scale, where 1 is “strongly disagree” and 5 -“totally agree”.  
 
Study objectives 
O1: Describing the context of Romanian market and the particularities of CSR in Romania. 
O2: Identification of the main reasons that influence companies to implement CSR practices and the main typologies 
of companies according to the benefits perceived trough CSR performed within their companies. 
 
Research hypotheses 
H 1. CSR implication relies more on financial benefits rather than ethical and moral ones. 
H 2. Most of the companies, through their CSR policies, target external stakeholders, because in this way CSR-
strategies are visible on short term. 
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We conducted a series analysis, like calculating Means, ANOVA test, and Factorial Analyses based on a proposed 
model considering 17 advantages that follow up from CSR practices, and the model developed was based on several 
approaches (Hanniffa & Cooke, 2005; Fishman et al., 2006; Barnett & Salomon 2006; Xueming & Bhattacharya, 
2006; Bird et al., 2007; Darigan & Post, 2009; Porter & Kramer, 2006; Lindgreen & Swan, 2010; Mishra and Suar, 
2010; Smith, 2010; Colle et all 2014; Visser, 2013; Egbeleke, 2014; Scherer &Palazzo, 2011; Loureiro et al., 2012). 
The limitations of this research were given by the difficulty in obtaining responses from respondents and especially 
to identify the right people capable to provide relevant answers. Also, due to the fact that the questionnaire was sent 
on-line there has been a low response rate.  
3.  Results Interpretation 
3.1. Perspective on CSR in Romania 
In the first part of the empirical research we will present the context of Romanian market by providing insights of 
the major changes occurred after the Revolution, since 1989 until present days. Like every developing country, 
Romania must deal with high level of corruption, nepotism and numerous cases of bribery. Thus, in most the cases 
companies must adapt to business conditions imposed by an environment characterized by bureaucracy, and those who 
comply with these unwritten rules can get substantial benefits, while those who do not do it tend to become victims of 
the system. 
Competitiveness at national level has determined companies to find new ways of differentiation and CSR has 
played a significant role in strengthening company’s strategic position. A supreme challenge of large companies is to 
develop a credible CSR strategy, build on clear and ethical values and principles. The concept of CSR is increasingly 
notorious in Romanian Business Society. The promoters of this phenomenon are generally multinational companies 
that implement headquarters’ approach towards CSR and mostly their corporate culture that is rarely adapted to local 
needs. The form in which these policies take shape, is given by social assistance programs, social programs meant to 
finance humanitarian foundations, donations and educational support for those in need (European Commission, 2007). 
Community projects or charity campaigns tend to become more attractive for companies because these types of 
initiatives tend to raise companies notoriety among community members.  
Like many other concepts implemented, CSR approach has been assimilated more due to the trend imposed by 
developed economies and less as a necessity acknowledged by the Romanian native business community. Companies’ 
approaches toward CSR are mostly characterized by practices that have specific short term impact, not being 
developed on a coherent development strategy and sustainability. After the revolution in 1989, Romania was the 
destination of many humanitarian missions. Moreover, Romania was financed by EU funds pre- and post-adherence to 
European Union, major results were seen in the social sector taking the form of scholarships, donations and 
sponsorship of NGO activities, etc. However, in most of the cases the support provided did not reached the expected 
effects, especially in the first ten years after the revolutions, and the causes were the high level of corruption, the 
numerous cases of bribery, the lack of legal framework, etc. According to Transparency Corruption Index (2014), the 
level of corruption in Romania was ranked 69 out of a total of 175 countries.  
When referring to the standard of living of the population the Human Development Index in Romanian in 2012 was 
0,786 positioning Romania on the 56th place, out of a total of 187 countries. From the 1990s, the early years out of the 
communist regime and after deducting 2012 HDI (Humane Development Index, 2014) has increased from 0,706 at 
0,786, an increase of 11% or an average annual increase of 5%. These results demonstrate that the standard of living of 
the population has not undergone major changes in the last 25 years. 
In November 2014, there was established as a mandatory rule for companies’ employing over 500 people, to report 
non-financial indicators, representing a first step towards companies’ transparency (TheAzorez, 2014). Among the 
first companies that published non-financial reports in Romania were: Petrom, GSK, Raiffeisen Bank, Ursus 
Breweries, Heineken, Auchan and Siveco which proves that large companies start to pay more and more attention to 
Romanian stakeholders. 
According to the study "Trends and Realities CSR in Romania", conducted by Ernst & Young, in Romania, (Ernest 
&Young, 2014) after interviewing 113 top executives managers, the greatest majority (74% of the respondents) 
revealed CSR practices are made especially for recognition, visibility and notoriety, enabling public relations strategy. 
Thus, the use of CSR practices is determined mostly by commercial reasons, and not by ethical ones, directing their 
efforts towards attracting external stakeholders, for a better visibility on the market. This determines companies to 
develop CSR activities that tend to become more a formality without content and reliability on long term.  Although, 
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lately the need for CSR draws the attention of a large number of companies, there is still a gap between the 
commercial objectives and the social responsible behavior. 
3.2.  Advantages and Disadvantages of CSR perceived on Romanian Market 
To provide a realistic view of the role played by CSR in companies’ struggle to gain competitive advantage and to 
observe the positive effects perceived and the values that influence companies approach towards CSR, there will be 
presented a rank of the benefits and disadvantages that follow up CSR involvement, within large companies that 
operate on Romanian market. Calculating the Means on each item that best describes the advantages and 
disadvantages that follow up from CSR policies, we have identified the most important reasons that provide the basis 
for developing a CSR based strategy (see Table 1 and Table 2). Thus, we see that image, reputation/notoriety and 
strengthening the organizational culture are among the most cited benefits from the total of 17 considered. This aspect 
points out that managers are aware that CSR policies strengthen both company’s external perception - by creating a 
positive aura on the market- and internal perception by consolidating companies values, beliefs, etc , which lead to 
better capacity to attract well skilled employees able to actively contributing to company’s positive image on the 
market. Moreover, CSR is perceived as being beneficial to company’s sustainable development, which also creates the 
premises for business growth and development through generations. Most respondents do not consider that CSR leads 
to reduced operational cost which shows up that investing in innovation to reduce row material consumption and foot 
print on the environment are not considered measures caused by CSR efforts. 
 
Table 1. Benefits of CSR involvement 
In your company, corporate social responsibility (CSR)  provides many beneficial 
effects such as ... 
Mean 
N=87 
...improving the image and the reputation of the company as external perception. 4,36 (S.E. =1,034) 
...increase company notoriety as social responsible company. 4,29(S.E. =1,044) 
...strengthening company’s organizational culture. 4,15 (S.E. =1,029) 
...expanding relations with civil society. 3,87 (S.E. =1,179) 
...enable the owners to have a more profound sense of accomplishment.  3,86 (S.E. =1.058) 
...ensure companies continuity across generations. 3,83 (S.E. =1.091) 
...improved ability to attract adequate qualified human resources.  3,76 (S.E. =1,120) 
...enhance the ability to motivate and retain talented employees. 3,71 (S.E. =1,311) 
...expanding relations with public authorities.  3,71 (S.E. =1,200) 
...strengthen the company's overall strategy. 3,62 (S.E. =1.203) 
...increase sales. 3,57 (S.E. =1,127) 
…raise market share. 3,51 (S.E. =1,170) 
...reduces resistance to change in organizational transformation. 3,45 (S.E. =1,169) 
...obtaining tax incentives provided by the state/local institutions 3,06 (S.E. =1,038) 
...reduce operational costs. 3,02 (S.E. =1,294) 
...attract new potential shareholders in the company. 2,74 (S.E. =1,176) 
...easier access to European repayable funds. 2,33 (S.E. =0,858) 
Source: Own research 
Because we wanted to see what major dissatisfactions determine managers not to invest in CSR, we have 
questioned them about the major problems faced by the companies they represent due to CSR activities. We have seen 
that CSR is perceived as being a process which provides more advantages than disadvantages. Nevertheless, two items 
registered slightly higher score, showing that the major problems were associated with the need for investing 
company’s resources and with the fact that not always the effort is renowned. 
 
         Table 2. Disadvantages of CSR Involvement 
In your company, CSR creates many problems such as ... Mean 
...decline in resource efficiency.  1,64 (S.E. =0,927) 
...unjustified resource consumption for social value created. 1,87 (S.E. =1,199) 
...does not provide a competitive advantage, being a strategy easily reproducible by competitors.  1,78 (S.E. =1,135) 
....involves additional actions to assess the results and impact and the efforts are not justified by the benefits 
obtained. 
2,02 (S.E. =1.239) 
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....causes failure to recognize the role of undertaking humanitarian cases.  1,67 (S.E. =1.064) 
....generates difficulties imposed by the implementation of new measures just to be consistent with the law. 1,87 (S.E. =1,169) 
... involves financial effort, time, logistics etc.  2,76 (S.E. =1,294) 
Source: Own research 
 
Another aspect evaluated was the influence of standards compliance on CSR results, using ANOVAs test. Thus, we 
have seen that standards influence most of the items considered, like strengthening the relation with civil society 
(F=74.130, p<0.001), company’s recognition of social involvement (F=51.842, p<0.001), greater ability to attract 
adequate human resource (F=38.318, p<0.001). Nevertheless, insignificant influences have been registered on sales 
and market share increase, tax and operational costs reduction, which demonstrates that standards are not considered 
to be influential factors in customers purchasing decision, and do not lead necessarily to lower operational costs. 
Standards implemented influence companies’ general perception among groups as civil society and future employees, 
by creating the idea according to which a company that implements CSR standards is more likely to respect 
community’s rights and to get involved in economical, humanitarian and environmental projects having direct effect 
on people life standards.  
 
Table 3. Pattern Matrixa of CSR benefits on companies activity 
In your company, corporate social responsibility (CSR)  provides many beneficial effects such as ... Component 
1 2 3 
...expanding relations with civil society. .996     
...expanding relations with public authorities. .899     
...increase company notoriety as social responsible company. .897     
...improved ability to attract adequate qualified human resources. .841     
...enhance the ability to motivate and retain talented employees. .754     
...improving the image and the reputation of the company as external perception. .722     
...ensure companies continuity across generations. .700     
...enable the owners to have a more profound sense of accomplishment. .682     
...strengthening company’s organizational culture. .602     
...strengthen the company's overall strategy. .587 .480   
...reduces resistance to change in organizational transformation. .574     
...obtaining tax incentives provided by the state/local institutions .496     
…raise market share.   .919   
 ...increase sales.   .902   
...reduce operational costs.   .696   
...attract new potential shareholders in the company.     .882 
...easier access to European repayable funds.     .716 
Notes: Extraction Method: Principal Component Analysis.  
            Rotation Method: Oblimin with Kaiser Normalization. 
Source: Own research 
 
With the purpose of identifying the man typologies of companies using CSR benefits, as well as understanding the 
correlation between considered variables, we have performed a factor analyses where KMO=0,711, (χ2 = 
31.890,450****; df = 298). Total Variance Explained formed three factors that explain 76,654% of the model 
variation (Eigenvalues: V1=55,571%/ V2=13,519/ V3=7,395%). The components of the each factor describe three 
different typologies of companies based on the benefits perceived. First factor emphasizes a complex typology of 
companies where CSR is considered a core value in companies’ strategy, being a major instrument used to achieve 
sustainable competitive advantage, providing benefits in various key activities. The second factor obtained, describes a 
typology of companies that associate CSR more with financial perspectives, enabling companies to reach higher sells, 
to attract more customers, and to reduce operational costs.  The third typology of companies, consider that CSR 
policies influences companies potential to attract investors and facilitates the access to alternative sources of finance.   
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4. Discussion and Conclusions 
The way companies perceive and decide to address CSR depends on the company's strategic vision, key values and 
organizational culture. Actual economic conditions, determine companies to rationalize not only the consumption of 
their own resources but tend to streamline investments, often to the detriment of social and environmental causes.  
Taking into account national and local particularities (economic and political conditions, life standards, poverty 
level, degree of civilization, etc.) is eminently necessary when setting and implementing CSR strategy. In Romania 
because of the legal ambiguities and lack of clear a framework, very often foreign companies must reconsider their 
approach towards sustainable development, as well the practices used for this purpose. Our respondents are aware of 
the fact that CSR practices enable companies they work for, to reach better notoriety, determining not only a positive 
reactions within local community, among employees, but also by consolidating company’s values, beliefs, etc, 
facilitating the access to well skilled employees for designing a positive image through responsible activities. Even if 
the motivations that determine companies to invest in CSR, underlined three different perspectives on CSR practices, 
there can be concluded that the vast majority of the respondents perceive CSR as being a complex process that impacts 
main key activities developed having several implications on the company’s strategic approach. 
There is a necessity of clarity in terms of regulations and standards that will smooth the progress of paying attention 
to CSR actions, and establishing organizations with clear roles in guiding and evaluating companies CSR 
performance. The economic crisis had a major impact on corporation’s willingness to use resources in domains that 
are not directly related to their commercial activity, avoiding making investments in complex CSR activities with long 
term impact. Moreover, according to respondent’s perceptions, CSR standards do not significantly influence customer 
purchasing decision, because Romanian clients put more emphasis on price and products/services features, being less 
sensitive to responsible behaviour. This can be noticed in countries with a low standard of living, where consumers are 
not likely to pay higher prices to support CSR activities, compared to those where the standard of living is higher.  
 Through this article we want to contribute to the existing literature by underlining the context where companies 
should take use of CSR practices, as well as presenting what motivates companies to perform a CSR based strategy. 
Although this paper is based on a research in progress, we consider that it is a pertinent study about CSR in a 
developing country, because it provides insights meant enabling the reader to get a realistic view of the Romanian 
context, explaining the factors that influence large company’s perceptions and attitudes towards CSR.   
Even if Romanian market conditions are still austere, it has been seen a predisposition to reconsider CSR approach 
due to the recognition of its major role and impact on company’s activity. Because the future trend requires companies 
to reconsider and pay more attention to responsible behaviour, business community must adapt to these trends, 
because those who learn the rules can get substantial benefits, and those who are not able to set a clear strategy to 
reach social and environmental practices, end up losing an important source of competitive advantage.  
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